
What Is the True Story That Gives Your Ad Credibility? 
(Ghostwritten for Perry Marshall) 

 
 
 
Many copywriting trainers offer similar sets of copywriting tips. My guidelines for beginning copywriters are 
a little bit different, because I don’t believe these points are raised often enough. 
 
Here is the most important one: when you tell the truth, it makes everything you say more believable.  
 
When I surf the web, especially when I go look at marketing-oriented stuff, or ads for money-making 
programs, or ads making claims about diet pills, or any of those stereotypical kinds of topics, I find most of 
the copy so annoying. You can tell that the person who’s writing it is trying to pull one over on you. It’s just 
nauseating. 
 
I try not to nauseate people. I try to treat my customers the way I want to be treated: tell me something 
honest, give me the real deal. Let me talk to a real human being, not a hype machine.  
 
Marketers have gotten bad name from all the hype. If you go to a party and say, “I’m a marketing 
consultant,” people look at you like, Oh, you’re one of THEM. They look at you like one of those sleazy 
people.  
 
Marketing has this sleazy reputation because so many marketers write nauseating, sleazy sales copy. And it’s 
obviously a bunch of overblown, exaggerated hype. They just create hype inflation, and now they’re trying to 
out-hype each other. And they end up getting the people who are most willing to buy the hype. They are the 
worst quality customers in the world, because they have no substance to what they’re trying to do. They’re 
just trying to get on the latest bandwagon of some silly fad, or earn six figures with no work. 
 
If you have a real product that actually provides real advantages and real information or a real solution or a 
real cure, then just tell people the truth. 
 
My coaching program got started thanks to a customer who is also one of my friends. He said, “Hey, Perry, I 
think you’re missing the boat with your customers.” 
 
I said, “What?” And he said, “Well, you’ve got all these people like me. They bought your book or they took 
some teleseminar, and they learned about Google and they did some of it, but they didn’t do most of it.” 
 
“They know they can do a lot more. They know that they could do a lot better, but honestly, they need some 
hand-holding. They need some personal coaching. And they need a track to run on over a period of several 
weeks to that they can really get the most out of this. And they’re leaving all kinds of money on the table.” 
 
So what did I do? I sent out an email to my list and it said, “Dear Joe, I was talking to Bill Harrison the other 
day and he said, ‘Perry, youíre screwing up.’” And then I told the story and closed with, “Click here and sign 
up for my coaching program.” 
 
And that was it. I didn’t have to smash people in the head with an axe. I only had to tell them the real story, 
and ask - is it true that people buy my stuff and only get 10% of the real value out of it because this reason or 
that reason or they didn’t read it enough? 
 
Yes. Okay, so let’s help them over that. Everybody knows they’ve got all these books and they haven’t gotten 
the full value out of them, so let’s help them get that full value.  
 
To communicate with your customers, just tell the truth. There’s always a real story to tell. John Carlton has 
a great story about writing an ad for a golf video. He talked to the instructors and the guys that made other 
training videos, and was just getting the same old boring stuff. 



 
He asked one guy, “Where did you come up with your idea?” and the guy said, “I was on the golf course one 
day and I saw this one-legged golfer. And he hobbled up to the tee and he swung the club. And of course he 
had to swing it differently because he was one-legged, and he nailed the thing, and it went flying. And I 
suddenly realized that if this would help a one-legged golfer, this would help a two-legged golfer, too.” 
 
And all of a sudden, John realized he’d found the hook. He’d found the essence of the real story behind his 
product which made it inherently saleable. All he had to do was tell the story. And so now he’s got this one-
legged golfer ad. 
 
So what’s the true story that will make your copywriting come alive? 
 
To Your Success, 
Perry Marshall 


